This research aimed to analyze the influence of marketing mix and word of mouth towards brand image and the usage of online bike. The research design used descriptive, with the survey conducted using questionnaire as the tool of interview. The sampling technique used systematic random sampling with a kish grid approach. Kish grid is a method for selecting members within a household to be interviewed, this method was commonly used in marketing research especially on household survey. The exact 200 samples were obtained for the research. There were four latent variabels in this research, included marketing mix and word of mouth as independent variables, brand image as intervening variables and the usage of online bike as dependent variables. The datawere processed using descriptive through SPSS 24 and Structural Equation Modelling (SEM) method by LISREL 8.7 software. The results of this research revealed thatmarketing mix influenced positively and significantly toward the brand image; word of mouth influenced positively and significantly toward the brand image; marketing mix influenced positively and significantly toward the usage of online bike; word of mouth influenced positively and significantly toward the usage of online bike; and brand image influenced insignificantly toward the usage of online bike. Abstrak: Penelitian ini bertujuan menganalisis pengaruh dari marketing mix dan word of mouth terhadap brand image dan perilaku penggunaan ojek online. Penelitian ini bersifat deskriptif dengan survei yang dilakukan menggunakan kuesioner sebagai alat wawancara. Teknik pengambilan sampel menggunakan systematic random sampling dengan pendekatan kish grid. Kish grid adalah sebuah metode yang digunakan untuk memilih anggota keluarga untuk diwawancarai, metode ini biasa digunakan dalam penelitian marketing khususnya dalam pendekatan rumah tangga. Penelitian ini menggunakan 200 sampel yang dikumpulkan. Terdapat empat variabel laten dalam penelitian ini, yaitu marketing mix dan word of mouth sebagai variabel independen, brand image sebagai variabel intervening dan penggunaan ojek online sebagai variabel dependen. Data deskriptif yang diperoleh diolah menggunakan SPSS 24 dan data Structural Equation Modeling (SEM) diolah menggunakan LISREL 8.7. Hasil penelitian ini menunjukkan bahwa marketing mix berpengaruh positif dan signifikan terhadap brand image; word of mouth berpengaruh positif dan signifikan terhadap brand image; marketing mix berpengaruh positif dan signifikan terhadap penggunaan ojek online; word of mouth berpengaruh positif dan signifikan terhadap penggunaan ojek online; dan brand image dipengaruhi tidak signifikan terhadap penggunaan ojek online. Kata kunci: marketing mix, brand image, word of mouth, perilaku penggunaan, ojek online
INTRODUCTION
Public transportation is an absolute requirement of every individual these days, the high amount of activity and mobility in each individual requires them to use vehicles as a means of transportation. Public transportation then becomes a primary requirement for every individual today. This is supported by an increase in the population of Indonesia as well as an increase in the volume of vehicles. This phenomenon raises opportunities to conduct business in the field of effective and efficient transportation service providers and easily accessible and accessible to consumers online. According to Wardhana and Konadi (2015) , online motorcycle taxi users in Indonesia amounted to 18,421,339 in 2015. There are three brands of online motorcycle taxi companies with the largest rated by consumer, this is based on the results of a survey conducted by the Indonesian Consumers Foundation (YLKI), the three online motorcycle taxi brands with the highest rating of consumers are Go-jek, Grab, and Uber (YLKI, 2017) . YLKI conducted a survey of 4,688 respondents who were consumers of online motorcycle taxis with the highest rating being Go-jek (72.6%), Grab (66.9%) and Uber (51%).
Companies providing online-based transportation services are starting to emerge and result in intense competition, which has an impact on consumers who want to use online transportation services, especially online motorcycle taxis. These companies are intensively engaged in marketing their products so that consumers choose the services they offer as the main choice for using public transportation.
These are the efforts of the company to formulate a marketing strategy through a marketing mix, Rahman (2011) states that each type of product has its own marketing mix strategy. Generally consumers not only see a product only from one side, but in a multidimensional value of the quality of the product itself. Kotler (2004) , states that marketing mix is tools that can be applied in the process of product offering by a company to influence the sales process. The marketing mix is controlled variables that are combined to produce the expected response from the target market. Business services are very complex, because many elements influence them, such as the organization's internal system, physical environment, personal contacts, advertising, billing and payments, comments from the mouth to mouth, and so on. Therefore Gronroos in Kotler (2000) states that in the concept of service marketing involves several elements in the implementation of marketing activities, not only from the external marketing side but also from internal marketing and interactive marketing.
Factors that influencing consumer usage behavior are not only marketing efforts of the company, but there are some parts that can influence the behavior of consumer use as well as the strength of WOM (Word of Mouth). According to Sernovitz (2006) , WOM is a conversation that naturally happens between people. According to Lupiyoadi (2006) , word of mouth is a form of promotion in the form of word of mouth recommendations about the goodness of a product.
With thus it can be concluded that word of mouth is communication carried out by consumers who have made a purchase and told their experience about the product or service to others so that indirectly the consumer has carried out a promotion that can attract other consumers who listen to the conversation.
The creation of a brand image is also a major factor affecting the behavior of online motorcycle taxi consumers. Keller defines brand image as a perception of the brand as reflected by the brand itself in memory when a consumer sees the brand. The conceptual model of brand image according to Keller (1998) includes brand attributes, brand profits and brand attitudes. Based on several previous studies, brand image has different final results on the dependent variable. Such as study from Aprilia (2016) , the results show that brand image influences consumer purchasing decisions. Meanwhile, a study from Merthayoga and Sunaryo (2013) shows insignificant results between brand image variables towards consumer purchase interest.
The purpose of this research is to analyze the effect of marketing mix and WOM on online motorcycle taxi brand image, analyze the influence of marketing mix and WOM on the behavior of online motorcycle taxis analyze the influence of brand image on the behavior of online motorcycle taxi usage, and formulate managerial implications that can be applied to companies in managing online motorcycle taxi marketing activities.
METHODS
This study took place in the area of Ciluar Asri Housing, North Bogor District, Bogor City. This research was conducted for three months from July to October 2017. The approach used in this study was a descriptive quantitative approach with a survey method involving respondents at the household level.
The data used in this research are primary data using questionnaire instruments that have been filled out by respondents. The primary data referred to in this study, such as respondent data regarding the use of online motorcycle taxi in the form of demographic characteristics, vehicle ownership, usage behavior, marketing mix, word of mouth, and brand image.
The sampling technique used in this study was systematical random sampling. Determination of respondents was done by the kish grid approach. This method is widely used in marketing research, especially household surveys. This study uses a sample of 200 people who are considered to have been able to represent the population, which has 750 heads of households in the Ciluar Asri Housing area. This study involved respondents at the household level.
The technique of data collection is done through respondents who have been determined using a questionnaire instrument. After determining the criteria of suitable respondents, interviews were conducted with respondents who were guided using a questionnaire instrument which included the variables of marketing mix, word of mouth, brand image, and usage behavior. Data processing in this study was carried out with several analyzes. The analysis used included descriptive analysis using SPSS 24, and Structural Equation Modeling (SEM) using LISREL 8.7.
The framework based on a review of the theory which is the main source in a study and based on several previous studies. In some previous studies, marketing mix, word of mouth, and brand image were inseparable components in influencing consumer behavior to consume an item or service. Like in the research conducted by Nur (2014) , study showed there were four variables, such as marketing mix and word of mouth as the dependent variable, brand image as an intervening variable, and consumer decisions as independent variables. In this study, marketing mix and word of mouth are used to see how much influence these variables have in influencing consumer decisions through brand image variables in consuming goods. The results of the study are, there is a significant influence between the marketing mix variables on brand image, and also indicated by the influence of WOM on purchasing decisions, but there is no significant influence between WOM on brand image and the effect of brand image on purchasing decisions. As for illustration, the frame of mind and the hypothesis will be presented in Figure 1 : Based on the previous research, the same variable is used in this study, there are marketing mix (product, place, promotion, price, physical evidence, people, and process), word of mouth, brand image, and usage behavior towards online motorcycle taxi services. To get good research results, it was identified the influence of marketing mix and WOM on online motorcycle taxi brand image, identification of the influence of marketing mix and WOM on the behavior of online motorcycle taxi, and identification of the influence of brand image on the behavior of online motorcycle taxi.
RESULTS

Demographic characteristics
The demographic data has been obtained through 200 respondents and data processing is carried out to produce relevant information about respondents. Demographic characteristics consist of gender, age group, education level, occupation, and expenditure/ allowance per month. Table 1 will explain the demographic characteristics of the respondents in this study. Based on theTable 1, respondents from this study were dominated by women with a total percentage reaching almost 70 percent. Nearly half the population of this study belongs to the 15-24 year age group, the least respondents in this study were> 55 years old, which is around 2.5 percent. Based on the level of education, respondents from this study were dominated by the level of undergraduate education. About 6 out of 10 respondents from this study had undergraduate education. Based on the results of the study, the work was dominated by students, as many as 4 out of 10 sample studies were students. Expenditures per month are dominated by the amount of expenditure per month ≥ Rp3,000,001 with a percentage of almost 30 percent. 
Behavior of the Use of Online Motorcycle taxis
Based on the results of the study, there were three online motorcycle taxi brands mostly used by respondents, which are Go-jek, Grab and Uber. There were four aspects used to assessing behavior of the use of online motorcycle taxis including been using online motorcycle taxis, frequency of use, payment method, and feedback. The classification of the behavior of online motorcycle taxi can be seen in Table 2 .
Based on Table 2 , the respondents rating of online motorcycle taxi users are Grab brand users (96.0%), Go-jek (89.5%), and Uber (56.5%). The frequency of use with the rarely used category is dominated by Uber (66.4%), the frequently used category is dominated by Grab (46.9%) and always used is dominated by Grab (12.5%). The majority of Uber user respondents always pay in cash, while 3 out of 10 respondents Go-jek pay non-cash using Go-pay. Most Grab user respondents gave ratings as feedback, more than 10 percent of Uber users gave comments as feedback and 16.2 percent of examples of Go-jek users gave ratings and comments as feedback.
The reason for choosing an online motorcycle taxi brand is divided into 7 categories, there are price, easy to get, convenience, security, frequent promotions, payment methods and drivers. Based on the results of the study, the price became the main rating while the method of payment was the least rating. This results are in line with Monroe and Allard CR van Riel (2005) research results, stating that price is an economic sacrifice made by customers to obtain products or services. However, for the order of reasons for choosing an online motorcycle taxi there is a slight difference between one another.
Ranking of Reasons for Choosing Online Motorcycle taxis
Based on the results of the study, there are seven aspects as the reasons for respondents to choose an online motorcycle taxi brand. The first aspect is the price with ranking sequence Uber, both Go-jek, and the third is Grab. The second aspect is often promotion with ranking sequence Grab, second is Uber, and the third is Go-jek. The third aspect is comfort with ranking sequence Uber, second Go-jek, and the third is Grab. The fourth aspect is security with ranking sequence Uber, second Grab, and the last is Go-jek. The fifth aspect is easily obtained with the ranking sequence Grab and the second is Go-jek, in the easy aspect to obtain the Uber brand has no rating due to the absence of answers from respondents. Then the sixth aspect is the driver with ranking sequence Uber, second Grab, and the third is Go-jek. The seventh aspect is the method of payment with ranking sequence Uber, second Grab, and the third is Go-jek. Four variables in this research was classified into three.
There are use behavior as the endogenous variable (Y), marketing mix and word of mouth as exogenous variable (X1 and X2), and brand image as intervening variable (Z). Furthermore, for an explanation of the indicator variables can be seen in Table 3 .
The majority of respondents online motorcycle taxis users agree with the indicators contained in the marketing mix variable, these indicators are product, price, physical, process, promotion, human resources, and place. Online motorcycle taxi consumers agree that the factors applied in the process of offering services and facilities provided by online motorcycle taxis include the seven dimensions of the indicator when compared to other public transportation. Most respondents of online motorcycle taxi users agree on word of mouth indicators such as giving recommendations to the closest person, but disagree with the indicators talking about negative online motorcycle taxis.
The majority of respondents agree with the brand image indicator, where the community agrees about their perception in seeing the reflection of a brand itself into their thinking when they see an online motorcycle taxi.
In usage behavior, half of the total respondents choose to travel during peak hours using online motorcycle taxis, give ratings after driving and using motorcycle taxis online on their own initiative. 
SEM Results
Based on goodness of fit evaluation model described in Figure 2 , this model showed that it has fulfilled the requirements and in good fit condition so this research model is feasible. The suitability test of the measurement model is done by validity test and reliability test. Based on the suitability test of the measurement model, the attributes contained in the model are declared valid because they have standardize loading factor (SLF) ≥ 0.5. However, it does not include the Y3 indicator in processing for certification because the indicator has not met the requirements. Based on the compatibility test of the structural model, the hypothesis has been declared good and significant, except hypothesis 5 which is not significant.
Contribution of Dimensions and Indicators of Variables to Latent Variables
Each variable has dimensions and indicators that can be used to measure how the relationship between these variables, each indicator and dimension has a value that is used as a benchmark for assessing the role of the variable as large as possible. The variable dimension of marketing mix has the biggest contribution is the price and process with a value of loading factor of 1.00.
This indicates that the price and process factors are the most influential among other marketing mix factors applied in the process of offering services and facilities provided by online motorcycle taxis. The word of mouth variable indicator has the largest contribution rate is WOM2 with a value of 0.90 loading factor. The indicators providing recommendations (WOM2) contribute the most because the respondents more often give recommendations to the closest people about the experience of using motorcycle taxis online compared to other ways that respondents use to convey word of mouth.
The brand image indicator that has the greatest contribution is to feel safe when using an online motorcycle taxi (BI3) with a factor loading value of 0.69. This indicates that the brand image embedded in respondent mindset regarding online motorcycle taxi is level of security because respondents can recognize the identity of the driver. The indicator of the behavior variable of service use has the biggest contribution is using an online motorcycle taxi on its own initiative (Y5) with a load factor value of 0.83. Self-awareness in using motorcycle taxi is one of example initiative that chooses to use motorcycle taxi without any other party's coercive. 
Influential factors towards usage behavior
Based on the model of SEM which is proposed to this research, the hypothesis testing has been conducted through the testing coefficients of structural equation model. Table 4 describes the results of the estimation model of SEM. If the value of the coefficient value ≥ 0.05, t-count > 1.96 so the influence of the specific variables included the significance category, but if the value of the coefficient value of 0.05 < t-count < 1.96 then the influence between the variables included in the category are not significant. The following further clarification regarding the results of the estimation model of SEM (Table 4) .
As can be seen in the results of the hypothesis testing found in Table 4 . The dominant factor is the marketing mix to brand image with a load factor of 0.61 and a marketing mix of consumer behavior with a load factor of 0.54. The results of the hypothesis testing table show that the marketing mix variable has a significant effect on the brand image variable, it is supported by the results of previous studies. In the research of Hikmawati et al. (2015) , relational marketing and marketing mix (marketing mix) have a significant effect on customer trust, but the marketing mix has a greater role on customer trust when compared to relational marketing. Falihah's research (2013) states that there is an influence on all mix variables marketing to the formation of brand image, but only price variables and physical evidence that significantly influence consumer purchasing decisions.
Word of mouth variables have a significant effect on brand image, this is supported by the results of Wicaksono and Seminari (2016) research which mention a significant influence between word of mouth on brand image. The results of the research conducted by Rahayu (2014) , stated that there was a significant influence between WOM and the brand image of the company. WOM and the influential brand community amounted to 54.3 percent of the brand image and the rest was influenced by other factors not examined in the study. From the results of Jatmika's research (2014), it can be seen that there is a significant influence from WOM and Brand Image on consumer purchase intention.
The marketing mix variable has a significant effect on the behavior of use, this is supported by the results of research by Farida et al. (2016) where the marketing mix has a positive and significant effect on passenger satisfaction. In addition, from the results of Sukotjo and Radix (2010) research, it was stated that the variables in the 7P marketing mix concept (Product, price, promotion, place, participant, physical evidence, and process) had a positive influence on consumer purchasing decisions. Research by Rahayu et al (2015) , states that there is a significant effect of the marketing mix in which there is a 7P element on consumer decisions in taking action to consume a service. Research by Marwa et al. (2014) produce that the marketing mix has a significant influence on consumer decisions, where there are five indicators that influence consumer purchasing decisions.
Word of mouth variable has a significant effect on usage behavior, this is supported by previous research conducted by Wuryanto (2007) and Nur (2014) with the results of the word of mouth variable having a positive and significant effect on consumer satisfaction and decision. A research conducted by Satwika (2011) , results of the study showed that there was a significant effect between word of mouth on purchasing decisions. Furthermore, Fitriana (2011) conducted a study using three variables, namely WOM, brand image, and visit decision. The results of the study indicate that the WOM variable and brand image have a significant effect on the visit decision. Hendarwati (2015) research on WOM on purchasing decisions, shows a significant relationship between WOM and consumer purchasing decisions. The research of Widyaswati (2010) produces managerial implications for companies to improve service to consumers if they want to increase customer satisfaction and positive word of mouth can be created.
Brand image variables have no significant effect on usage behavior, this is supported by previous research conducted by Kaihatu (2012) where the brand image has no significant effect on customer service and satisfaction. In addition, according to Sakunlertvattana (2016), in his research aimed to identifying influential factors and brand choices by customers. The results of this study are that service or service has a very positive effect on brandtaxi mobile applications in Bangkok. Previous research on the brand image of Heriyati and Septi (2012) , in the results of their research states that brand image has a significant influence on purchasing decisions. Meanwhile, there are studies that are in line with the results that brand image has no effect on usage behavior, such as a study from Desiarista and Triastuti (2011) , stating that the brand image is not affected by the interest in buying. 
Managerial Implications
There are some things that can be managerial implications of the company based on the results of this study, among them are in terms of the relevance of research variables on usage behavior. From the three independent variables, the variable that is not significant with the behavior of online motorcycle taxis is brand image. As an effort to increase brand image so it can affect the behavior of online motorcycle taxis is doing a research towards consumer needs to see their characters and their needs to be more profound, for example approaching consumers using the STP (Segmentation, Targeting, and Positioning) method.
Building relationships with consumers that continue to be continuous (long term relationship) so that the brands they have can be directly embedded in the minds of consumers.
CONCLUSIONS AND RECOMMENDATIONS
Conclusions
Based on the results of research on online motorcycle taxis behavior from the three existing brands, it can be seen that the respondents' ranks of online motorcycle taxi users are Grab brand users (96.0%), Go-jek (89.5%), and Uber (56.5%). The frequency of use with the rarely used category is dominated by Uber (66.4%), the frequently used category is dominated by Grab (46.9%) and always used is dominated by Grab (12.5%). The majority of Uber user respondents always pay in cash, while 3 out of 10 respondents Go-jek pay non-cash using Go-pay. Most Grab user respondents gave ratings as feedback, more than 10 percent of Uber users gave comments as feedback and 16.2 percent of examples of Go-jek users gave ratings and comments as feedback.
Marketing mix and word of mouth variable both have a significant effect on brand image. They both have a big role in creating an image that can be stored in the mindset of consumers, so that consumers can easily describe a brand through marketing mix and word of mouth. Marketing mix and word of mouth variabl also significantly influence the behavior of online motorcycle taxi usage behavior. Both of these variables can influence the decisions and behavior of a consumer in using an online motorcycle taxi, for example in the marketing mix show consumers are considering price as a main reason while in word of mouth there are recommendations from the closest people about the experience of using motorcycle taxi products or services online. Brand image variables do not significantly influence the usage behavior, so it can be assumed that the brand image of an online motorcycle taxi does not affect the usage behavior and decision of a consumer if indeed in public transportation conditions immediately.
Recommendations
The marketing mix variable in this study uses seven approach factors or 7P (seven P) contained in the service marketing mix, so there is a possibility for the next research to add some additional determinants in the marketing mix that has been developed at this time so that the research results are more profound, including proof, picture, and personality. In addition, the online motorcycle taxi brands studied in this study consisted of Grab, Go-jek and Uber. However, if there are other online motorcycle taxi brands that are often used by consumers in the future as well as the three online motorcycle taxi brands, there is a possibility that further research can examine online motorcycle taxi brands both in depth in one company and the overall brand.
